The purpose of this study is to explore the effectiveness of digital and experiential marketing in attracting customer participation in the Hong Kong Wine and Dine Festival. This study explores the evolution of theories and models of digital and experiential marketing, and how they account for participation in a specific event. Findings show that variables related to media have moderate to strong relationship to customer satisfaction: owned media -HKTB Facebook, paid media -search engine, earned media -word-of-mouth, experiential marketing -escapist, experiential marketing -entertainment. Customer satisfaction also has a moderate relationship to customer loyalty. To boost the number of visitors, it is critical to better utilize the owned media -HKTB Facebook, paid media -search engine, and earned media -word-of-mouth to provide information and get positive feedback from visitors. The experiential marketing seems to be equally important and the marketer/organizer should consider providing escapist and entertainment experiences for visitors.
Introduction
New technologies enhance interactive capacities, create new behavior to organize business, and change the lifestyle and behavior of individual. E-mail, instant messaging, social networking and mobile applications have transformed traditional marketing. Asia was the second largest digital advertising market in 2014 globally, with China being the leader in digital advertising which accounted for over 46% of all regional expenditure (e-Marketer, 2016) . Social media was the third largest advertising platform in 2015, taking 8% of advertising revenue, placing it ahead of magazine. Display and mobile accounted for 7% and 6% respectively (Nielsen, 2015) . Geographically, Hong Kong is an ideal location to access the booming digital advertising market in Asia.
Event Industry in Hong Kong
The Hong Kong Tourism Board (HKTB) was established as a statutory body on 1 April 2001 under the HKTB Ordinance. It aims to: a) promote Hong Kong as an "Events Capital of Asia"; (b) promote Hong Kong globally as a tourist destination and support tourism activities. With these two major objectives, HKTB has to allocate marketing resources, identify the effective and efficient approaches to access prospective visitors, and react to unforeseen conditions in the macro environment (Hong Kong: The Facts, Tourism, May 2016).
Wine Industry in Hong Kong
In the 1970s, many Hong Kong Chinese people did not normally consume alcohol. The old generation prefers to drink Chinese tea while the young generation prefers soft drinks at dinner parties. Customarily, red and white wines are seldom drunk with Chinese food, but beer, whisky and brandy may be consumed during festivals or celebrations. In 2004, Jim Thompson of Crown Worldwide Group made a courageous move to lease a set of old munitions bunkers and converted them into wine cellars in Hong Kong (Crown Worldwide Group, 2015) . At that time, there was a heavy wine sales tax, which reduced the demand for wine. Since the removal of all duty-related customs and administrative controls in February 2008, Hong Kong has become the first free wine port and an international gateway to the Mainland (HKTDC Research, 2018).
Hong Kong Wine and Dine Festival (HKWDF)
Hong Kong Wine and Dine Festival has attained global recognition since its launch in 2009 and has become an annual major event in Hong Kong (Commerce and Economic Development Bureau, 2015) . The four-day event in 2015 and 2016 attracted 349 and 300 wine and food booths serving quality wines and food from more than 23 and 28 countries and regions respectively including Argentina, Australia, Belgium, Canada, Chile, China, France, Georgia, Germany, Greece, Hong Kong, Italy, Israel, Japan, Macedonia, New Zealand, Portugal, Romania, Scotland, South Africa, Spain, Taiwan and the USA. According to the Hong Kong Tourism Board's official website, participants numbered 144,000 in 2015 and 145,000 in 2016 (HKTB, 2018).
Research Questions
The purpose of this study is to explore the effectiveness of digital and experiential marketing in attracting customer participation in the Hong Kong Wine and Dine Festival (HKWDF). The four research questions (RQs) are:
1. What are the main reasons to participate in the Hong Kong Wine and Dine Festival?
2. What is the effectiveness of digital marketing channels to promote and attract participants?
3. Which digital marketing channels are the most effective media to attract participants?
4. What kinds of experience dimensions that participants can expect?
The Evolution of Modern Marketing

Digital Marketing
The concept of digital marketing started with search engines and the internet. In 1991, the first search engine was a network protocol called "Gopher for query and search". The commencement of Yahoo in 1994 and Google in 1996 spurred the growth of websites. In 2001 after the internet bubble burst, the search engine market was dominated by Yahoo and Google (Smyth, 2007) . With the birth of Apple's i-phone in 2007 usage of mobile apps became feasible and dramatically increased internet usage. At the same time, people started to link up with each other through social media like Facebook and Twitter. New technologies created marketing opportunities (Kiani, 1998) .
Digital marketing applies digital instruments and information technology (Blickle et al., 2009) . It is a process that is very effective in responding to customers' needs and wants (Chaffey, 2013) . Although digital marketing is a powerful marketing tool to increase traffic and build brands, with ample choices for customer, it is hard for marketers to enhance brand image, increase traffic and attract customers (Song, 2001) . It poses a range of challenges for the marketers. Kosio-Kanttila (2004) suggested that aspects of digital function such as navigation, speed and accessibility are the major characteristics for marketing. Trusov (2009) emphasized creating word-of-mouth (WOM) for popular sites. Mangold (2009) pointed out the importance of using a communication strategy to engage customers and enhance their experience. Levy (1959) noted that consumption is related less to product function and more to its meaning. So, product meaning is essential to customer consumption. In addition, the contemporary consumer focuses less on product and more on buying experience.
Social Media
Kaplan and Haenlein (2009) defined social media basically as internet-based applications of Web 2.0, with different channels such as YouTube, Facebook, Twitter, video, pictures, ratings, social blogs etc. This media convergence brings together different media platforms to promote products or services and support campaigns in different forms. As Table 1 below shows, media coverage can be divided into paid, owned and earned media (Pool, 1983; Flew, 2008; Humphreys, 2016) . Convergence denotes the stream of media across various platforms (Jenkins, 2006) . Customers can now access information without boundaries and participate in greater interactivity (O'Reilly, 2005) . Traditionally, marketers used only paid and earned media. More recently, marketers have also focused on the owned and shared media like Facebook to communicate with customers (Armano, 2010) . Table 2 below summarizes each type of online media and their roles. Today, customers are looking for happiness, meaning, sensations and fulfillment when purchasing (Fortezza and Pencarelli, 2011) . The term "Experiential Marketing" is a key marketing strategy for the future (Schmitt, 1999) . Schmitt (1999) , the founder of experiential marketing, explained that experiential marketers look at consumers as both emotional and rational and who are concerned with hedonic experiences. This is totally different from offline marketing where customers are seen as rational decision makers who focus on benefits and functional features. Srinivasan and Srivastava (2010) defined experiential marketing as a process which involves customer participation. It addresses not only customer needs and wants like the traditional marketing but also addresses the emotional needs, social goals, self-image and other deeply ingrained desires of the customer. Figure 1 compares the characteristics of traditional and experiential marketing. Table 3 below. Table 4 below). Gilmore (1998 and 1999) conceptualized the multi-dimensional nature of customer experiences as the 4Es:-a) education, b) escapist, c) esthetic and, d) entertainment experiences. The 4Es differentiate customer involvement as showed in Figure 2 . Passive customer participation fits the entertainment and esthetic dimensions, while active customer participation relates to education and escapist experiences. Source: Gilmore (1998 and 1999) 2.4 Hypothesis Development and Framework Svensson (2006) pointed out that an event is produced, delivered and consumed in an interactive approach. This study examines the stages of service consumption by applying the digital marketing (pre-purchase stage) and experience marketing (during-the purchase and postpurchase stages). The pre-purchase stage is based on evaluation of information received through different platforms, factors and activities (Lovelock and Wirtz, 2011; Tsiotsou and Wirtz, 2012) . The pre-purchase stage is considered more complex and requires ample time to target potential customers when making a buying decision (Fisk, 1981) . The during-purchase stage is the time when the interactions between service providers and customers are taking place. This is an experience process. If the experience is good, then the customer will experience greater or lesser satisfaction. The post-purchase stage is the termination of the whole purchase process. Customers assess the product/service quality and total experience after the purchase process. If the whole experience is good, then loyalty may well be created (Brady and Robertson, 2001 ). Customer satisfaction is influenced not only by the media of digital marketing (Humphreys, 2016) but also by the experiences of experiential marketing (Pine and Gilmore, 1999) . This study tries to test these two concepts and explore the effectiveness of digital and experiential marketing in attracting customer participation in the Hong Kong Wine and Dine Festival. Customers are easy to recruit but it is hard to retain. Customer satisfaction and customer loyalty become vital for the success of a business (Rosenberg and Czepiel, 1984) . H4o: There is no relationship between owned media -company Facebook and customer satisfaction.
Earned Media -Wordof-Mouth (EMWOM) H5 H5a: There is relationship between earned media -word-of-mouth and customer satisfaction.
H5o: There is no relationship between earned media -word-ofmouth and customer satisfaction.
II) Experiential Marketing -4Es (Pine and Gilmore, 1999) Education (EMEDU) H6 H6a: There is relationship between education experience and customer satisfaction.
H6o: There is no relationship between education experience and customer satisfaction.
Escapist (EMES) H7
H7a: There is relationship between escapist experience and customer satisfaction.
H7o: There is no relationship between escapist experience and customer satisfaction.
Esthetic (EMESTH) H8
H8a: There is relationship between esthetic experience and customer satisfaction.
H8o: There is no relationship between esthetic experience and customer satisfaction.
Entertainment (EMENT) H9
H9a: There is relationship between entertainment experience and customer satisfaction.
H9o: There is no relationship between entertainment experience and customer satisfaction.
Customer Satisfaction (CS) H10 H10a: There is relationship between customer satisfaction and customer loyalty.
H10o: There is no relationship between customer satisfaction and customer loyalty.
Data Collection
A self-administered questionnaire survey was developed to test the two theories -Digital Marketing -POEM of Humphreys (2016) and Experiential Marketing -4Es model of Pine and Gilmore (1999) . Three types of question are applied -dichotomous, ordinal and Likert scale questions. The questionnaire as appendixed comprised four sections. They are basic information, general, hypothesis-related, and demographic questions. A total of 55 questions were set to collect reliable and valid data for analysis.
Pilot Test
To ensure the questionnaire is a reliable tool to collect the primary data, a reliability analysis was conducted. The Hong Kong Wine and Dine Festival was scheduled from 27-29 October 2016 at the Central Harbourfront Event Space. The pilot test with 10% of the sample size was conducted exactly between the start and the finish dates of the festival.
Cronbach's Alpha (Kuder and Richardson, 1937) generally measures internal consistency of reliability. Nunnaly (1978) specifies 0.7 as an acceptable reliability coefficient. The Cronbach's Alphas of both pilot (0.727 to 0.915) and main tests (0.724 to 0.925) are over 0.7, indicating that the reliability of research instrument is from acceptable to excellent.
Sample Size
The total number of visitors of the Hong Kong Wine and Dine Festival was 145,000. They came to taste wines from 28 countries at over 300 booths (Discover Hong Kong, 2017) . By applying the formula from Niles (2006) , the sample size (SS) was determined as follows: This study applied a non-probabilistic sampling, the snowball sampling method (Frey et al., 2000) . Snowball sampling is a type of "network" or "referral" sampling. It is adopted because the sample relies on formerly recognized group members to classify others who may share the same distinctiveness as the group that is already in place. This method is useful "for the particular objectives of the research at hand" (Henry, 1990) .
Findings
Demographic analysis showed that 189 (51.4%) respondents were male and 179 (48.6%) respondents were female. The gender distribution is quite balanced. The majority age distribution was from 25 to 54 years, representing 330 respondents (89.7%). The education level was diploma and above, 339 (92.1%). Most of the respondents were in the catering and service industries, 166 (45.1). The income level was from $15,001 to $40,000. The majority of respondents came from Hong Kong, 245 (66.7%) and the others are from China and South East Asia, with few from Europe, America and Africa.
For the majority, it was the first time to join the event, 158 (42.9%) while the others had participated more than 2 times. The key reasons for participation were wine tasting, 87 (23.6%), social gathering, 68 (18.5%) and for fun, 58 (15.8%). Normally, the respondents spent less than $800 to buy the wine, 233 (63.4%) while some of the respondents spent $1,101 to $1,400, 57 (15.5%). Most respondents got event information by word-of-mouth and search engine, 189 (51.4%).
Cross-tab analysis provides information of "gender and time for participation". The data shows that 88 males, 46.6%, and 70 females, 39.1% were first time participants while 42 male, 22.2% and 28 female, 60% of respondents had participated 4-5 times. The cross-tabs "gender and media" and "age and media" indicated that word-of-mouth is the most popular media and the second one is search engine. The age groups 20-24, 30-34, 40-44 and 55-59 preferred word-ofmouth, while age groups of 25-29, 35-39, 45-49 preferred search engine.
With regard to hypothesis analysis the variables PMSE, OMHKTBFB, EMWOM, EMES, and EMENT were shown to correlate to CS and CS with CL. The strongest relationship between two variables is OMHKTBFB and CS (R = 0.798), which indicates a strong relationship. The second highest relationship between two variables is EMES and CS (R = 0.635), indicates a moderate relationship. The third highest relationship between two variables is EMENT and CS (R = 0.619), indicating a moderate relationship. Next come CS and CL (R = 0.582) and PMSE and CS (R = 0.575), which indicate moderate relationships. The lowest relationship between two variables is EMWOM and CS (R = 0.534).
Overall, the findings show that digital marketing should focus on HKTB Facebook, search engine and WOM, while experiential marketing should focus on escapist and entertainment. Customer satisfaction has a direct influence on customer loyalty. Table 8 below summarizes the findings. 
Conclusion
The main reasons (RQ1) to participate are wine tasting 87 (23.6%), social gathering 68 (18.5%), and for fun 58 (15.8%). The most effective digital marketing channels are word-of-mouth and search engine, 189 (51.4%).
For the hypothesis analysis (RQ2), the effective media and experience are PMSE, EMWOM, OMHKTBFB, EMES, and EMENT. The most effective media (RQ3) are HKTB Facebook, search engine, and word-of-mouth. The most effective experience dimensions (RQ4) are escapist and entertainment.
For the cross-tab analysis, an interesting finding showed that 158 (42.9%) were first time participants while 210 (57.1%) had participated 2 or more times. The results showed that the respondents are likely loyal to this particular event.
The cross-tab results for "gender and media" and "age and media" indicated that word-of-mouth is the most popular media and the second one is search engine. There is no significant difference between gender and media. The age groups of 20-24, 30-34, 40-44, 50-54 and 55-59 preferred word-of-mouth while age groups of 25-29, 35-39, 45-49 preferred search engine.
Recommendations
It is recommended to focus on paid, owned, and earned media, in particular on paid mediasearch engine, owned media -HKTB Facebook, and earned media -WOM. For the experience dimensions, escapist and entertainment issues are critical to enhance customer experience. In addition, retaining the loyalty of visitors is very important. It is suggested to update the HKTB Facebook, provide the visitors with wine and dine information, create a strong wine community, and engage participants.
Recommendation on Future Research Areas
It is important to maintain and raise customer satisfaction by providing a quality product or service. However, customer satisfaction is ever changing, and so maintaining product and service standards is inadequate (necessary but not sufficient). It is suggested to add on some more new ideas or activities to enhance the participant experience during the event. It is highly recommended to further study how to enhance the sensory, emotional, cognitive, pragmatic, lifestyle and relational experiences of visitors.
Limitations
All data were collected from the period of 5 November 2016 to 28 January 2017. It took 13 weeks to collect 386 questionnaires, of which 368 (95%) are valid and 18 (5%) were invalid. The response rate is satisfactory. However, as the targeted respondents were the ones who participated in the event, they were asked about their experience. Of course, the memory of the respondents might not truly reflect the real experience.
Significance of This Study
This study is significant because it benefits the four major stakeholders:-a) the event organizers; b) the academic (marketing) community; c) wine dealers; d) visitors. To sustain the major event organized by HKTB, it is essential to understand how to attract both local and overseas visitors. From the academic viewpoint, this study encourages further studies in event management. For wine dealers, it facilitates understanding of types of visitors and how to serve the visitors better. Finally, the findings can help to target visitors and enhance their experience. 
